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A ‘virtual’ wave is ascending across

various cultures, digitalizing

everything from large social groups

like nations to the smallest

interactions, affecting human

relationships regardless of their

depth and nature: our very human

identity is altered and alienated.

The ubiquitous possibility to connect to

the internet at any time and any place,

using the smartphone as an extension of

our personality impacts all human

behaviors and shape human interactions.

Research on smartphones’ impact on our

social relations revealed alarming

dangers:  from physical and mental

health risks, to great addiction and

isolation.

Recent research has expanded our

understanding of the effects that

regular smartphone usage has on

personal health. The negative effects

range from negative physical effects

to mental health issues or problems

with concentration-

Al though  rever t ing  th i s  t rend  i s  un l ike ly ,  the  deve lopment  of  so lu t ions

that  counter  or  mit igate  some  of  these  i s sues  shou ld  become  a  par t  of  the

pub l i c  and  pr iva te  focus .

Finally, constant internet connection

and ever-present social network at the

tip of your fingers have resulted in

lifestyle changes, especially in the

way people spend their free time,

often dedicating hours of the day on

actions done through and on their

telephone device.



OUR  FOCUS :  SM I LE  TO  RECONNECT
 
Have you ever wondered about how smartphones and our reliance on them
changed the way we relate to the community and society as a whole?
 

A study was recently made to decide in an experiment if the presence and the

possibility to use a smartphone to entertain yourself during waiting times, reduces

the smallest interpersonal interaction – a smile. 

 

It was found that using the phone in a waiting room not only reduce smiles
between strangers that catch each other’s glance over the room, but also

reduces approach behaviors between strangers, such as starting a conversation

or even just saying “hello”.  

 

Therefore, we close ourselves in a virtual social bubble, filled with our close ones

but we are also, mostly unwillingly, giving up on the people around us. Such
behaviors may foster feelings of isolation and apathy towards the society that
surround us.
 

 

 
Bearing in mind the insight on the negative effects of smartphone on social

situations, we decided to focus on a specific situation in which people tend to

use their phones while they are surrounded by other members of society.



FACTS  
 

People frequently use their phones in public

transport (such as metro, train, bus lines or

trams) & Regular commuters create a

community of their own. 

 

They can be an identified group of (mostly)

strangers, who have similar one similar need:

to get to their destination as fast as possible,

ideally sitting or standing comfortably while

enjoying the trip. 

The commute time is used either by mindlessly

looking around, reading, or most commonly,

scrolling or playing on their phones.

 

 

Research shows that 65% of commuters or
passengers use their phone while they are
on public transportation. This makes a
regular commute or a transport in a city
quite similar to the waiting room used in
the smile experiment above.

It is not necessary that an individual seeks

proactive engagement with fellow

commuters. With smartphones in the

picture however, a simple bus ride can

become yet another additional factor to

the already individualistic, isolating, and

anonymous web of negative effects of

urbanism.

A  S IMPLE  BUS  RIDE  CAN  BECOME  A  SOURCE  OF  I SOLAT ION  AND  APATHY

TOWARDS  SOCIETY  RATHER  THAN  AN  OPPORTUNITY  TO  ACKNOWLEDGE  THE

EXISTENCE  OF  THE  PEOPLE  AROUND  YOU .

While it is unlikely that people will stop

using smartphones on transport as a way

to kill time until their destination is

reached, we ask a question of how can

people use their smartphones and be

aware of the opportunities to socialise

around them.

 

Ultimately our problem is...



H O W  C A N  W E  M A K E  C O M M U T E R S
O N  T H E I R  P H O N E S  I N T E R A C T  W I T H

E A C H  O T H E R  T O  P O T E N T I A L L Y
O B T A I N  A  S I M P L E  H U M A N

C O N N E C T I O N  -  L I K E  A N  E X C H A N G E
O F  S M I L E  O R  L A U G H T E R -

E N S U R I N G  A T  T H E  S A M E  T I M E
T H E I R  S A F E T Y  A N D  E N C O U R A G I N G
T H E M  T O  O V E R C O M E  T H E I R  L A C K

O F  T R U S T ?
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O U R  M I S S I O N :

We want to challenge virtuality using, paradoxically, the
same weapons, in the form of a digital application
named Komorebi, design for the use of commuters,
during travel and waiting time.  
 

However, despite its virtual nature, we aim to change
the paradigm, by using the application as an enabler of
social connection and not the channel of
communication, as a means and not as an end.



Who& What
 

Komorebi is a minimal application, encouraging real-life social networking through
small, short phone games. The application pairs the participants of the game based on

geolocation, so that people taking the same bus/metro/ waiting station are involved in a

gaming experience with an unknown, anonymous user. 
 

We bet on human curiosity that our users will be intrigued about the other person and

will look around for their competitors: that is when the opportunity of smile exchange
arises, when the two sights meet and two humans are momentarily connected. 

 

At the end of the game, the participants can also exchange inédit recommendations -
music, books or restaurants- and receive their rewards in the form of points. This is the

augmented product.

Komorebi  mission is  revealed  from

the  onset  by  its  very  Japanese  name ,

which  describes  the  momentarily

sight  of  sun  rays  coming  down

through  the  tree  branches :  its  beauty

relies  in  the  simplicity  and  ease  of

use ,  as  well  in  the  personal ,  original

feeling  of  warmth  that  we  associated

with  honest  human  interaction .  As  an

application ,  

 

Komorebi  aims  to  provide  a  small

portion  of  excitement  especially  for

the  morning  and  evening

commuters ,  an  opportunity  to

exchange  smiles  among  strangers

living  or  working  in  similar  areas .



KOMOREBI

CONNECTS RANDOM

COMMUTERS BASED

ON LOCATION

 

THE MINIMAL GAME

IS PLAYED

Problem solving, competitive

or cooperation minimal

games

HUMAN CURIOSITY

ENTERS THE SCENE

Since the game is

anonymous, many people

will want to discover who the

other player is in real life

IDEAL OUTCOME:

SMILE! :-)

 

01

P R O C E S S *

02

03

04

EXCHANGE

RECOMMENDATION &

REWARDS POINTS

05

*For augmented product,not including functionalities of potential product (e.g. chat).





I t  i s  addressed  to  smar tphone  user s ,  preponderant l y  young commuters
between 18  and 25 ,  i nc lud ing  nonethe less  the  work ing  age  user s  between  25

and  55 .  

 

With  a  long-term v is ion ,  we  fo resee  a  growing  market  segment  of  dig i ta l l y

l i te ra te  peop le ,  the re fo re  the re  i s  potent ia l  to  ta rget  with  our  app  even  o lder

market  segments ,  depend ing  on  the i r  dig i ta l  l i t e racy  and  smar tphone  usage

pat te rns .  

 

Komoreb i  has  t rue  potent ia l  as  a  gaming  and  soc ia l  appl i ca t ion ,  s ince  i t

re sponds  to  the  ident i f i ed  commuter  behav io r s ,  who most  o f ten  engage in
checking  the i r  soc ia l  media  (59%)  or  p lay ing  games  (47%)  dur ing  the i r
commute  t ime.

TARGET



Anonymi ty  &  Sa fe ty :  any  user  remains  anonymous  to  protect  i t s  ident i t y  and

can  choose  to  s tay  so  even  i n  rea l  l i f e .  Our  care  fo r  i t s  persona l  protect ion

and  sa fe ty  i s  a l so  re f l ec ted  i n  the  i n t roduct ion  of  a  sa fe ty  but ton  that  user s

can  press  i f  the  rea l - l i f e  soc ia l  i n te rac t ion  i nvo l ves  any  concern ing  or

a la rming  e lement .  The  sa fe ty  a la rm  i s  then  sent  on  the  phones  of  a l l  other

app  user s  i n  the i r  prox imi ty ,  di scourag ing  the  of fender  to  proceed  with

the i r  unca l led  behav io r s .  

Min imal  &  non  i n t rus i ve :  We  i nves t  a  l o t  of  e f fo r t s  to  choose  the  r ight

PANTONE  co lo r  pa le t te  fo r  the  appl i ca t ion ,  us ing  psycho log ica l  s tud ies    on

co lo r  impact  on  human  eye  and  mood .  

KOMOREBI  i n tegra tes  seve ra l  e lements  of  or ig ina l i t y ,  which  makes  i t  un ique

in  the  network ing  and  gaming  of fe r .    

 

 

 

The  app  des ign  i s  min imal ,  as  l i t t l e  i n t rus i ve  as  poss ib le ,  so  as  to  mainta in

i t s  ro le  of  i n te rmedia ry  of  soc ia l  i n te rac t ion .  The  games  are  a l so  conce i ved

us ing  the  same  phi losophy ,  to  engage  user s  e i ther  i n  prob lem - so l v ing ,

compet i t i ve  or  -  pr imar i l y -  i n  coopera t ion  act i v i t i e s .  

 

Game  des ign  i s  as  wel l  min imal ,  to  requ i re  l i t t l e  amount  of  download  and

upload  data  s t reams  and  hence  ensure  i t s  smooth  funct ion ing  even  i n  areas

wi th  l ow  i n te rnet  connect ion ,  such  as  i n  the  subway  s ta t ions .

ORIGINAL 



- T o  Y o u  
 
S T R A N G E R !  i f  y o u ,
p a s s i n g ,  m e e t  m e ,  a n d
d e s i r e  t o  s p e a k  t o  m e ,
w h y  s h o u l d  y o u  n o t  s p e a k
t o  m e ? A n d  w h y  s h o u l d  I
n o t  s p e a k  t o  y o u ?            
                                   
W a l t  W h i t m a n , L e a v e s  o f
G r a s s  ( 1 9 0 0 )

F E A S A B I L I T Y
 

 Internal, personal: 1.

People are interested in curious social

interactions and provided they are given a

memorable first experience, they will

return to use the application. Reasons to

use the app: as an opportunity to engage in

social interaction with other commuters,

people, as a challenge for oneself to get

out of their comfort zone etc.

2. External, network effect: 
At the end of each game played, the users

receive rewards points that can be used on

the application to buy certain merchandise

coming from our sponsors or to benefit of

various offers provided by key partners.

Similarly, once the application is used by

enough people, the tipping point in its

expansion can be reached and people will

turn into our users due to their friends,

family, peer pressure etc.

Potential product Komorebi 2.0 
After launching the first version and studying its development, customer assessment and

quality improvement, we aim to expand Komorebi functionalities to include chatting

options or user identity personalization.



COMMUN ICAT ION

 
In order for our application to be quickly

adopted by as many people as possible, it

is crucial that we have a high visibility. 

 

The most important period is obviously
the launch of the project, because of the
intrinsic requirement to obtain the
network effect and enable commuters
to play together. 
 

To attract and retain our users, we design

very carefully the communication strategy. ,

to raise awareness about Komorebi's

functionalities and its fun usage.

Since we target young people (15 - 40 years

old) in urban and cosmopolitan areas and

the purpose of our app is social

interaction, the marketing strategy will be
interactive and based on an experimental
dimension
 

We will therefore concentrate our efforts on

three main channels which are advertising,

events and digital marketing. 
 

Our strategy will be organised in three parts..

 

 



B R O A D  E X P O S U R E
I N  T H E  P U B L I C
T R A N S P O R T A T I O N

1 .

Add a little bit of body
text

This is where our targeted group is the more likely to

be sensitive to our app. On top of that millions of

people will be aware of our app. Therefore we need

to invest in huge billboard in the metro, train and bus

stations so our logo will be well recognised and

promoted 24 hours a day. This part will be the most

expensive but is necessary to launch the app.



2 . U N E X P E C T E D
 E X P E R I E N C E S

introduce Komorebi in people's minds

free promotion on social media

attracting more easily the press attention 

create partnerships with the RATP to consolidate the feeling of trust in

the app

We incite the curiosity of customers and give them incentives to use the

app. They need to trust it and to do so the best way is to show them how it

works. We need to provide experiences through little events like flash
mobs or role playing in the metro or in the train (go and play it around

people and meet them) on what the use of the app might look like. 

 

Outcomes: 

These events will make the app viral. 



3 .  D I G I T A L
A D V E R T I S M E N T

We focus on digital marketing which

includes an efficient website, an

optimization of the search result

ranking on the app-stores, and a good

participation on social networks.



MARKET  ANALYS I S

 

Various applications encourage their users to get out of their comfort zone

and meet other people, but by providing them the certainty of ‘always

available if needed’, the users apparently tend to be satisfied with just the

online experience. 

 

The existent applications are also very much ambitions in their intentions:

finding your soulmate, sharing a party together with strangers, getting

involved in similar activities with people one does not know. In this sense, the

existing proximity application all demand a lot of emotional efforts that most

of the commuters do not want to go through.



Market Analysis
 

 



R ISKS

We  per formed  a  r i sk  analys i s  in  des ign ing  our

product  and  the  major  s teps  on  l aunching  the

app  and  communicat ion  campaign .  They  fa l l

in to  3  broad  categor ies  that  we  addressed

both  through  the  des ign ,  as  wel l  as  part icu lar

s teps  of  the  l aunch  &  communicat ion

st rategy .

 

 

1 )  Secur i ty
Our  app  inc ludes  features  that  should  promote

recogni t ion  and  even  soc ia l  exchange  between

commuters .  Once  in  the  game ,  the  user  accepts

that  another  user  nearby comes  in to  contact  with

them .  

 

We  des igned  the  “SECURITY”  button ,  that  every

user  on  the  t ransportat ion  nearby  might  press

when  they  fee l  insecure .  The  a ler t  i s  send  to  a l l

other  users  in  prox imity ,  deter r ing  the  of fender  of

any  act ion  and  fos ter ing  the  fee l ing  of  support .

 

2)  Divers i ty  of  interests  among users
Not  everybody  wants  to  play  games  whi le  on

publ ic  t ransportat ion  -  commuters  a lso  engage  in

act i v i t ies  such  as  ta lk ing ,  shopping  or  soc ia l

media .  

 

The  feature  of  ‘recommendat ions ’  wi l l  cater  to

indiv idua ls  who  des i re  non -game  features  of  a

smartphone  app .  In  the  future  phases  of

deve lopment ,  we  cons ider  enabl ing  some  bas ic

communicat ion  among  users  on  the  t ransport .

This  however  wi l l  be  s t r ic t l y  const ra ined  by  any

addi t iona l  need  fo r  sa fety .  

 

3)  Problems with  network access ib i l i ty
Our  l aunch  s t rategy  ta rgets  ind iv idua ls  who  own  a

smartphone  with  data  and  locat ion access  and

are  regular  commuters  on  publ ic  t ransportat ion .

However ,  good  s igna l  might  not  be  ava i lab le

everywhere .

 

Our  subsequent  expans ion  in to  new  locat ions  wi l l

depend  on  developments  in  mobi le
communicat ions  in  the part icular
transportat ion systems.  
 

4)  Obtain  network ef fect
At  l east  two  ind iv idua ls  in  the  same  place  should

use  the  app ,  so  that  i t  fu l f i l l s  i t s  purpose .  The

not i f icat ion  feature  wi l l  help  draw  the  attent ion  of

other  ava i lab le  users  in  the  t ransport .  However ,

in i t ia l ly  we  want  to  target  a  smal ler  community
of  more  re l iab le  users  (a  school ,  an  of f ice

bui ld ing )  that  could  serve  as  a  base  fo r  growth .
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